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Abstract. Several years ago one of the most respected management-consulting firms, McKimsey & Co., defined the key business 
practices that characterized “well-run organizations”. The results of this study were summarized and the most fundamental conclu-
sion was made that the most successful companies are not more successful because of any superiority in strategic planning (Schoell 
et al. 1987). It is impossible to determine whether a strategy was correct or not if the implementation of this strategy is unsound. 
The implementation of the marketing strategy is effective and the strategy is appropriate if the targets of the company met require-
ments for growth, share and profits (Grundey 2008). The most important factor indicating the success of the marketing strategy 
is the customers’ value creation by meeting their needs (Alvin J. Silk 2006). The problem exists how to evaluate and calculate in a 
quantitative manner the customers’ satisfaction factor. The additional efforts and resources are necessary (Minnesota Dep. 2008). 
The aim of this paper is to describe and to make a comparative analysis of the marketing strategy processes proposed by different 
authors, to make quantitative analysis of the customers’ satisfaction, referring to the particular example of the company.
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Santrauka. Prieš keletą metų viena iš geriausių vadybos konsultavimo kompanijų McKimsey & Co nustatė pagrindinius verslo krite-
rijus, apibūdinančius gerai valdomą organizaciją. Tyrimo rezultatai buvo apibendrinti ir padaryta esminė išvada, kad sėkmingiausiai 
veikiančios kompanijos tampa ne tokios sėkmingos dėl strateginio planavimo pranašumo praradimo (Schoell et al. 1987). Sudėtinga 
nustatyti, ar pasirinkta strategija buvo teisinga, ar ne, jeigu šios strategijos įgyvendinimas buvo nepagrįstas. Marketingo strategijos 
įgyvendinimas tampa efektyvus ir pati strategija pasirenkama teisingai tuomet, kai kompanijos tikslai atitinka jos vystymąsi, rinkos 
dalies augimą ir pelningumą. Vienas svarbiausių veiksnių, atskleidžiančių kompanijos marketingo strategijos sėkmę − tai vartotojų 
poreikių patenkinimas (Abdullah et al. 2001). Kyla klausimas dėl šio veiksnio kiekybinio įvertinimo. Reikalingos kompanijos papildo-
mos pastangos ir lėšos šiam tyrimui atlikti. Straipsnio tikslas − apibūdinti ir atlikti skirtingų autorių siūlomų marketingo strategijos 
proceso modelių lyginamąją analizę ir, remiantis X kompanijos pavyzdžiu, atlikti vartotojų pasitenkinimo kiekybinį įvertinimą.
Reikšminiai žodžiai: marketingas, marketingo strategija, strategijos įgyvendinimas, kiekybinė analizė, marketingo strategijos 
procesas, vartotojų poreikių tenkinimas.
1. Introduction
“We have a good strong selling organization… yet we are 
going to change because our needs are going to change”. 
With these words, the general sales manager of Campbell 
Soup explained the restructuring of the company’s sales 
force (Schoell et al. 1987). Company’s sales process had 
been organised along product lines. As the company’s prod-
uct line expended, the sales force had made the changes 
that were impacting on the company’s ability to implement 
successfully its marketing strategies. The change of the sales 
process in the organization describes an aspect of marke- 
ting, which is very critical to the success of the organization, 
no matter that is not visible to most people. It represents 
an attempt to enhance the company’s ability to implement 
effectively its marketing strategies (Humphrey 2008).
The biggest part of this paper has been devoted to sho-
wing how marketing strategy process is designed as well as 
describing marketing strategy’s effectiveness through the 
quantitative analysis of the customers’ satisfaction. 
2. The review of the marketing strategy process: 
comparison of different approaches
Many various definitions of marketing strategy exist. In or-
der to get the exact understanding about marketing strategy 
process it would be useful to compare and summarize the 
definitions proposed by different authors and to distinguish 
the main differences and similarities between them: 
Douglas J. Dalrymple and Leonard J. Pasons in the  –
book “Basic Marketing Management” define: “Mar-
keting strategy is concerned with finding sustainable 
ways for organizations to compete in a continuously 
changing world” (1995).
Two authors in the “Essentials of Marketing” introduce  –
much wider definition: “A marketing strategy specifies 
target market and a related marketing mix. It is a “big 
picture” of what a firm will do in some market. Two inter-
related parts are needed: a target market (a fairly homoge-
neous (similar) group of customers to whom a company 
addresses its activity) and a marketing mix (the control-
lable variables the company puts together to satisfy this 
target group)” (McCarthy and Perreault 1991).
The third definition given by O. C. Ferrell and Michael  –
D. Hartline in the book “Marketing strategy” shows a 
few different ways how marketing strategy might be 
understood: “An organization’s marketing strategy 
describes how the firm will satisfy the needs of its cus-
tomers. It can also include activities associated with 
maintaining relationship with stakeholders, employees 
or supply chain partners. Stated another way, marke-
ting strategy is a plan for how the organization will use 
its strengths and capabilities to match the needs and 
requirements of the market. A marketing strategy can 
be composed of one or more marketing programs. Each 
program consists of two elements –a target market and 
a marketing mix” (Ferrell and Hartline 2005).
The first definition gives general understanding about 
the marketing strategy, but it leaves free space for the inter-
pretations about what those sustainable ways to compete 
are, moreover, the phrase “continuously changing world” 
is not exactly determined. 
The second definition is wider and clearer; it identifies 
and explains two elements of marketing strategy – target 
market and a related marketing mix. However, this defi-
nition describes only one aspect of marketing strategy − 
homogeneous (similar) group of customers and controllable 
variables needed to satisfy them; and such factors as the 
change of external environment, relationship with other 
participants in the market are not mentioned.
The third definition explains the essence of marketing 
structure in the widest and most exact way. It determines 
some different aspects of marketing structure: importance of 
customers’ needs satisfaction, activities associated with main-
taining relationship with other participants. Moreover, it des-
cribes marketing strategy as a plan for how the organization 
will use its capabilities to satisfy the needs and requirements of 
the market and the same as in the second definition emphasi-
zes two elements –a target market and a marketing mix.
To conclude, the main difference regarding the descrip-
tion of the marketing strategy is related to  the exactness 
and content of the definitions. The first definition is abstract 
and too general. The second one is more oriented just to 
one aspect-target market and marketing mix. The third one 
gives the most completed explanation of what marketing 
strategy is about and what aspects should be analysed and 
concerned. Satisfaction of the needs of the customers is the 
most important factor to which the company addresses its 
marketing mix, and it gives the signals to the company if 
the marketing strategy was effective or not. 
Marketing strategy process consists of three main parts: 
the start, development and implementation. However, such 
explanation is too general and does not provide any useful 
information about features of each stage. Different aspects 
of marketing strategy process are provided below.
Ian Mortimer in “Enrollment marketing strategy: a step 
by step process to building an effective enrollment marke-
ting model stages of marketing strategy”(2004) has pre-
sented marketing strategy process (Fig. 1) which consists 
of 3 main steps:
1. Planning and formulation: analysing the internal and 
external environment, evaluating goals and then developing 
the plan.
2. Implementation and execution: translating the strategy 
into specific actions and programs, applying resources and 
managing change.
3. Control and evaluation: assessing whether the strategy 
and its implementation was effective and adjust.
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Fig. 1. Marketing strategy model (Mortimer 2004)
Planning and Formulation process
External Environment Analysis
The goal of external environment is to have the organi- –
zation a think from the market’s perspective. This ana-
lysis consists of various factors, which should be descri-
bed and evaluated: threats and opportunities (SWOT), 
general information about existing macro-economic 
indicators as well as micro-economic trends.
Internal Capabilities and resources consist of:
Strengths and weaknesses (SWOT); –
Developing a checklist for analysis: brand awareness,  –
customer retention, quality, services, budget, staff, ef-
fectiveness, communication, alignment of goals, lea-
dership, innovative and others.
Strategy Planning 
Define goals; –
Have a baseline of knowledge regarding the market; –
Understand what you are able to leverage as potential  –
marketing attributes;
Understand what you need to address so that weaknes- –
ses do not get exposed.
Marketing Strategy Implementation and Execution
Identify target markets and segmentation
Market Segmentation:
Geographic; –
Geo-demographic; –
Academic program; –
Other; –
Measurable goals for each segment; –
Easily traceable. –
Identify the unique value proposition for each of the target 
markets
Question: what is unique value for what target cus- –
tomer?
Positioning; –
Product Category – create one if needed; –
Identify the best marketing mix for each of the target  –
markets;
Hierarchy of Effects – Decision making model; –
Marketing Communications channels must provide  –
useful information;
Technology – Personalization; –
Decision process should align with marketing pro- –
cess.
Control and evaluation
It is the last step, which includes:
Marketing Intelligence Model (vendors, short-term  –
goals as well as long-term goals;
The segments of aforementioned market should be  –
analysed;
The company has to make a decision if marketers di- –
lemma = requirement to use sales a measurement of 
success or not;
To set calendar / schedule for evaluation (Mortimer  –
2004).
A little bit different example of marketing strategy 
process was given by Isabel Doole, Robin Lowe and Chris 
Phillips in their book “International Marketing Strategy: 
analysis, development and implementation” (1994). The 
marketing strategy process was divided into three cycles, 
which perform in different periods: past, present, recent 
past, near future (Fig. 2). In such case, exact plan of the 
marketing strategy process is prepared and the company 
might develop more effectively. The past problems or suc-
cess factors might be used in future planning.  
In the first example (Fig. 1) marketing strategy process 
consists of 3 main steps: planning and formulation, imple-
mentation and execution control and evaluation. The same 
stages compose marketing strategy process and are des-
cribed in the second example (Fig. 2), they are as follows: 
analysis, development and implementation. 
To conclude,  both marketing strategy processes are 
described similarly, the main idea is the same, however, 
the example provided by Ian Mortimer (Fig. 1) is wider 
and complete, the analysis of existing factors are deeper 
and even additional stage, such as control and evaluation 
is included.
3. Customers’ satisfaction analysis: a case study
The research in the wholesale company X was made calcu-
lating the level of the retail customers’ satisfaction. 
The goal of the research was to calculate the general 
satisfaction level of the customers and to make conclusions 
about the company’s marketing strategy effectiveness. The 
steps of the research are as follows:
Strategy Planning and Formulation
Enrollment Goals
External Environment and 
Marketplace Conditions
Internal Resources&
Capabilities
Market Segmentation Value Proposition Marketing Mix Operations
Strategy Implementation and Execution
Control and Evaluation
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Find out how the image of company is evaluated by  –
its customers;
Calculate how present production is evaluated; –
Determine how supportive services are evaluated; –
Find out how general value is realized;  –
Asses the loyalty of the customers;  –
Measure general satisfaction level of the retail custo- –
mers. 
The research in the company X was  referred to the ques-
tionnaires data of the retail customers. The obtained results 
are presented in the part 3.2 of this paper. The methodology 
of data analysis is introduced below. 
Data analysis – is a process, which needs accuracy 
because mathematical and statistical methods are used. 
Operations are performed in particular constant order 
(Anderson 2000; Eklof 2006):
Measurement data from 1−10 scale was transformed  –
into scale 0−100. 
Because of this transformation the problem of ina- –
dequacy appears: 1−10 scale is composed of 9 intervals 
and 0−100 scale is divided into 10 intervals. According 
to Minnesota Department of Employment, in order 
not to lose the significance of the results, they have to 
be re-evaluated according to the formula given below 
(2008):
K K KK 1.1 1 1.2 1 1.3 11 33,3 33,3 33,3
9 9 9
− − −     = × + × + ×     
     
. (1)
In this case, K1 – field, which impacts on the customer 
satisfaction, for example, realized value. K1.1, K1.2 and 
etc. – number of questions, which were asked in order to 
evaluate a certain factor. Multiplier (which in this case is 
33, 3) is changing according to the number of questions and 
the total multiplier should be 100. 
Least square method is applied to determine the con- –
nection between dependent and independent varia-
bles. Calculations are done by using structural equality 
and like this the size of different latent variables are 
calculated and marginal error is applied:
 η =βη+ τξ + ν , (2)
ξ – external latent variable, i.e. image;
β, τ – dependent particular order matrix parameters;
v – marginal error.
By applying (2) formula, calculations are done by given  –
equalities:
 Ùχχ = ξ + δ , (3)
 Ùγγ = η+ ε , (4)
 Time 
period 
Cycle 1 Cycle 2 Cycle 3 
Analysis 
Development 
of strategy 
The implementation 
of strategy 
Past 
Recent 
Past 
Present 
Near 
Future 
Future 
Analysis 
Development 
of strategy 
The implementation 
of strategy 
Analysis 
Development 
of strategy 
The implementation 
of strategy 
Learning 
feedback  
Information 
feedback  
Learning 
feedback  
Information 
feedback  
Fig. 2. Three-cycle marketing strategy process (Doole et al. 1994; <http://www.knowthis.com>)
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χ∧ , γ∧  – weight – matrices;
 ε – marginal error.
Using (3) and (4) formulas, variable values are   expres- –
sed and calculated as matrices.
The relations between cause and result and their inten- –
sity are calculated using software. The loyalty or reali-
zed satisfaction importance is determined separately 
(EPSI Rating 2004; EPSI Rating 2006−2007).
The main calculations were made using Microsoft  –
Office Excel program and it was done by following 
sequence of the data analysis model. 
Data was interpreted according to the Table 1.  –
Table 1. The range of customers’ satisfaction (EPSI Rating 
2004)
Index value Evaluation
0–55 Unacceptable
55–60 Very bad
60–65 Bad
65–75 Medium
75–80 Good
80–85 Very good
85–100 Perfect
3.1. General characteristics of the company X
The legal type of an individual company X is sole proprietor-
ship. Company belongs to small companies’ group – it has 
22 employees. Company X deals with import and wholesale 
trade of wide – ranging leather haberdashery goods. It oper-
ates and sells its products almost in all cities and towns in 
Lithuania. Moreover,it is trying to penetrate Latvia’s market 
and about 5% of products are realised in this market. 
Company’s X mission is “To satisfy customers’ needs by 
providing high quality products and offering the wide range of 
goods at the competitive prices”. The key elements to which 
company pays attention when formulating its marketing 
strategy are as follows:
High quality – every item is checked separately; –
Design development – every season new models are  –
created;
Customers’ needs – consultations with a salesperson  –
about the specific needs of customers are held;
Word-of-mouth advertisement. –
3.2. Research on the retail customers‘ satisfaction
Retail customers are the main channel through which 
company‘s production reaches final customers.
During the research, 44 representatives of various retail 
companies were questioned. They had to answer 31 ques-
tions, of which 27 were directly related to satisfaction and 
4 just to obtain general information.
For example, retail companies were asked how long 
they are already dealing with leather haberdashery goods. 
According to the given answers the major part of companies 
in leather haberdashery field is working for approximately 
9 years. This time of period is quite long and such stability 
might be explained by experience and knowledge, which 
is essential in leather products field. However, as leather 
haberdashery goods are not first necessity product and such 
products are quite expensive, so, the trade of leather goods 
is more complicated respectively.
One more question in the questionnaire was about 
occupation of the representative. The questionnaires were 
filled in by people relating to products purchase: mana-
gers, moderators, owners and sales persons. Sale persons 
have composed even 31 per cent of all respondents and 
the data collected from them is really important because 
only these persons contact final customers. The basis of 
the questionnaire was made of the questions, which were 
directly related to retail customers’ satisfaction with the 
production of the wholesale company X. All collected data 
is shown in Fig. 3.
During the research, various factors having impact on 
the retail customers’ satisfaction were evaluated. As it could 
be seen from Fig. 3, the satisfaction of retail customers is 
67 points out of 100. According to the certain values of this 
index, which is given in the Table 1, it is possible to assume 
that general satisfaction is evaluated moderately (category 
from 65 to 75). This result just gives general information 
about the level of retail customers’ satisfaction but does not 
provide any other additional information such as: what fac-
tors determine exactly such result, which of characteristics 
are evaluated by retail customers better and which of them 
made them disappointed, what kind of changes would be 
useful to the company and how they are going to affect 
general level of customers satisfaction, etc. In order to find 
out answers to all these questions it is important to analyse 
how each of indexes is evaluated in different fields.
One of three categories – company’s image has gathered 
76 points and according to the customers’ satisfaction range 
it means that the image is considered as good. When repre-
sentatives were asked to evaluate an image of company X, 
they had to answer the following questions related to such 
subjects as: reliability and importance comparing with other 
suppliers, total quality and company’s evaluation. 
All other fields were evaluated positively too: products 
and service quality (79 points) or perceived value, which was 
expressed through price (73 points). The quality evaluation 
by retail customers was based on their personal experience, 
they have evaluated such factors as quality of service, func-
tionality and correspondence of products, range of existing 
production and general value. The perceived value (price) 
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was evaluated according to such aspects as company’s X 
production price comparing with other leather haberdas-
hery goods suppliers, customer expectations, price and 
quality relation, additional services and finally – general 
price evaluation.
What is more, customers’ expectations are expressed in 
even 82 points, so it is obvious that customers are thinking 
about even better performance in the future. Such result 
is achieved because of several factors that are common to 
company X: stable price, wide range of products, qualitati-
vely different products and services. The total satisfaction 
of customers’ expectations compose 76 points and it means 
customer level of expectations is higher than it is actually 
obtained (this difference is 6 points).
The loyalty and complaints evaluation are also consi-
dered as results. Both, complaints and loyalty are related to 
other factors, which might influence their attitude image, 
customers’ expectations, and quality or price evaluation. 
As it is shown in Fig. 3, the general customer satisfacti-
on is directly related to complaints and their evaluation. 
Meanwhile, customer’s loyalty, i.e. their intention to pur-
chase products of company X, makes a good response and 
are influenced by general customers’ complaints, such as 
product defects, account mistakes, orders problems ,etc.
According to the research result the loyalty made up 78 
points and complaints-79. Both of these evaluations are pla-
ced in the category “good” and it means that loyalty might 
be forecasted for the next years and the amount of existing 
complaints is small. After the examination of the different 
fields of the company X and understanding how its custo-
mers are evaluating the factors impacting on their satisfac-
tion level, it is important to analyse the connection between 
all these factors and define the importance of that. Because 
of this purpose, there are related numbers presented in Fig. 
3 (numbers are written in italic). These numbers show the 
dependence degree. During the examination process among 
factors, the dependence is calculated by various statistical 
regression methods. And the regression dependence defi-
nes quantitative relation between the groups medium value 
of factors and results characteristics (Martišius, Kėdaitis 
2003; Valkauskas 2002). The least square method is used 
in order to calculate the regression expression of customer 
satisfaction index. This method is not randomly chosen, its 
application is mended by European performance satisfacti-
on (EPSI) research methodology: gathered data is analysed 
just according to this index (Budrienė, Morkvėnas 2006). 
According to the calculations represented in Fig. 4, ima-
ge has direct impact on customers’ expectations, realized 
product or/and service quality, and customers’ satisfaction 
index. The numbers near indicators are called coefficients 
of regression and identify the strength of the relation. The 
number near indicator, which connects image and custo-
mers’ expectations makes up 0.52, so it means that if custo-
mers’ level of satisfaction increased by one item, respecti-
vely, customers’ expectations would increase by 0.52. As it 
could be seen, the strongest relation is between customers’ 
expectations and realized product or/and service quality. 
This relation reveals that if company’s X retails customers’ 
expectations increased by one item, from 82 to 83 points, 
so realized quality would increase by 0.68 and would reach 
almost 80 points. 
Other quite important factors, which affect customers’ 
satisfaction, are realized quality (0.59 points) and image 
(0.55 points). Quite a strong relation could be seen between 
complaints and loyalty factors, according to it if complaints 
evaluation increased (i. e. reasons which encourage custo-
mers to complain would decrease), so the loyalty would go 
up to 0.59 points.
Fig. 3. The results of the customers’ satisfaction research
 
Operating factors Results
Image
76
82
79
73
79
78
Customer
Expectations
Perceived
Product
and Service
Quality
Perceived
Value
(Price)
Customer
Satisfaction 67 Loyalty
Complaints
0,48
0,52
0,68
0,55
0,4
0,59
0,25 0,14
0,16 0,59
350 G. Dudzevičiūtė, V. Peleckienė. Marketing strategy process: quantitative analysis of the customers’ satisfaction
Fig. 4. The factors which impact on customers’ satisfaction level
Factor
Image
76 +/-2
Expectations
82 +/-2
Fulfillment of expectations
79 +/-2
Realized quality
76 +/-2
Realized quality (Price)
76 +/-2
Influence
0,6
0,5
0,2
0,6
0,3
Customer
satisfaction
67 +/-2
Impact of 
Marginal Error
0,5 0,7
0,3 0,7
0,1 0,3
0,5 0,7
0,1 0,5
The smallest impact on customers’ satisfaction index is 
made by loyalty (0.14 points) and complaints (0.16 points). 
According to these results, in order to increase loyalty from 
78 to 79 points it is needed that customer satisfaction index 
would raise to a little bit more than seven points; similarly, 
customer satisfaction index would have to be increased by 
more than 6 points in order to improve the current situati-
on concerning complaints. The reason why the connection 
between these factors is a few times smaller could be that 
the customer  satisfaction index is a multiple and reacts to 
other evaluated fields. Moreover, during the loyalty evalu-
ation process respondents are identifying their future plans 
about which they are far less sure than about the present 
experience (price, quality, etc.).
A few more relationships, which could be explained in 
the same way, are shown in Fig. 3. Relation between image 
and realized quality makes up 0.48 points and the strength 
of the impact of realized value on the customer satisfaction 
index amounted to 0.25 points.
As it is shown in Fig. 4, company’s X customers’ satisfac-
tion is directly influenced by five factors: company’s image, 
retail customers’ expectations and their satisfaction, reali-
zed products and services quality and price of the products. 
The name of each factor is placed in different table window. 
Each of these windows has numbers located in the left or 
right bottom corners, numbers in the left corners indica-
te how the current factor is evaluated by the respondents 
and numbers in the right corners identify the reliability 
coefficient when marginal error is equal to 95 per cent. In 
the second column, the impact of each factor is presented. 
This impact describes how customer satisfaction index 
value would change if one of the factors increased by one 
point. Table located on the right side provides the scale of 
smallest and biggest values by which each factor’s impact on 
customer satisfaction index might change. The confidence 
interval values are identified by these errors.
The smallest value identifies the most critical field, which 
should be developed in order to increase the general level of 
customer satisfaction (Cassel 2006). As it could be seen from 
Fig. 4, the smallest value falls to the realized value (price) fac-
tor, however realized value’s impact on general satisfaction is 
only 0.3 points. It does not mean that this field should not be 
developed, but the greater attention should be focused on the 
image and realized quality, which are evaluated by 76 points 
and have 0.6 points of impact on the customer satisfaction 
index. The image of company X for retail customers might be 
improved by: becoming one of the main wholesale suppliers 
for business partners, increasing the quality of production 
or making  sure that companies’ activities are reliable. The 
biggest evaluation is given to customers’ expectations (82 
points). It does not mean that this field should not be deve-
loped, however, comparing it with other factors the customer 
expectation evaluation is bigger and it might be developed 
later when improvements on other factors are made.
4. Conclusions
1. The aim of this paper is to make a comparative ana-
lysis of the marketing strategy processes proposed by dif-
ferent authors. Referring to a particular company as an 
example, to assess the satisfaction level of the customers. 
2. The main idea of the marketing strategy models des-
cribed by different authors is the same- to reach a high 
customers’ satisfaction level. The differences of the appro-
aches to the marketing strategy process are  related to the 
fact how widely, deeply and completely the authors analyse 
the stages of the process and what additional functions 
they include in this one. 
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3. The case analysis showed that general level of the 
customers’ satisfaction of the company X was evaluated 
moderately (category from 65 to 75) and it made up  67 
points out of 100. It means medium satisfaction level.
4. Company’s image gathered 76 points out of 100. Ac-
cording to the customers’ satisfaction range it can be con-
sidered as a good one. However, the case study revealed 
that image factor is not formed enough in the company. In 
order to improve the level of the customers’ satisfaction, it is 
necessary to implement specific image formation strategy.
5. Two factors such as product/services quality, as well as 
perceived value expressed through price, were evaluated positi-
vely and they gathered 79 points and 73 points respectively.
6. According to the case study, customers’ expectations 
compose even 82 points. It means that the customers are 
thinking about even better performance of the company 
in the future.
7. Customers’ loyalty and complaints are considered as 
the study’s results. These two factors compose 78 points 
and 79 points respectively and are treated as good. 
8. The case study revealed that the strongest relations-
hip exists between customers’ expectations and product/
services quality. If customers’ expectations increased by 
one item from 82 to 83 points, perceived quality would 
increase by 0.68 and would reach almost 80 points.
9. The research showed the smallest relationship bet-
ween customer satisfaction index and loyalty (0.14 points) 
as well as complaints (0.16 points). 
References
Abdullah, M.; Husain, N.; El-Nassir, A. D. 2001. Theory and De-
velopment of National Customer Satisfaction Index: the Ma-
laysian Index of Customer Satisfaction. Malaysia. 283 p.
Anderson, E. W; Fornell, C. 2000. Foundations of the American 
customer satisfaction index, Total Quality Management 
Journal 11(7): 869–882. doi:10.1080/09544120050135425
Budrienė, D.; Morkvėnas, R. 2006. Atviros informavimo, konsul-
tavimo ir orientavimo sistemos sukūrimas ir plėtojimas [The 
creation and development of the open system of conveyance, 
consulting and orentation]. ES projektas. 35 p.
Cassel, C. 2006. Measuring Customer Satisfaction, a Methodo-
logical Guidance. Statistiska Centralbyran. 16 p.
Dalrymple, D. J.; Pasons, L. J. 1995. Basic Marketing Manage-
ment. USA. 23 p.
Doole, I.; Lowe, R & Phillips, C. 1994. International Marketing 
Strategy: Analysis, Development and Implementation. Inter-
national Thomson Business Press. London. 460 p.
Eklof, J. 2006. EPSI Rating for Benchmarking. Seminar presen-
tation. Reykjavik. 45 p.
EPSI Rating. Brochure, 2004. Göteborg. 4 p. 
EPSI Rating 2006–2007. Pan European Customer Satisfaction. 
94 p.
Ferrell, O. C.; Hartline, M. D. 2005. Marketing Strategy. USA. 
90 p.
Grundey, D. 2008. Marketing research: theory and practice, 
Transformations in Business & Economics 7(1): 194−195. 
Humphrey, A. 2008. Humphrey’s Team Action Management 
[cited 20 March 2008]. Available from Internet: <http://www.
businessballs.com/alberthumphreytam.htm>.
Martišius, S. A.; Kėdaitis, V. 2003. Statistika. Vilnius: VUL. 
306 p.
McCarthy, E. J; Perreault, W. D. 1991. Essentials of Marketing. 
Canada. 31 p.
Minnesota Department of Employment and Economic Develo-
pment. 2008. How we measure satisfaction [cited 15 March 
2008]. Available from Internet: <http://www.deed.state.
mn.us/customersurvey/csi.htm>.
Mortimer, I. 2004. Enrollment Marketing Strategy: a Step-by-step 
Process to Building an Effective Enrollment Marketing Model 
Stages of Marketing Strategy. Presentation. 9 p.
Principles of marketing. Marketing Planning and Strategy [cited 
19 March 2008]. Available from Internet: <http://www.
knowthis.com/tutorials/principles-of-marketing/marke-
ting-planning-and-strategy/4.htm>.
Schoell, W. F.; Guiltinan, J. P. 1987. Marketing. USA. 762 p. 
Silk, A. J. 2006. What is marketing? Harvard Business School. 
209 p. 
Valkauskas, R. 2002. Statistika. Vilnius: Vilniaus vadybos 
kolegija. 155 p.
Gitana DUDZEVIČIŪTĖ. Doctor, Associate Professor of Vilnius Gediminas Technical University, Enterprise Economics and 
Management Department. Research interests: financial markets, economic growth and marketing.
Valentina PELECKIENĖ. Doctor, Associate Professor of Vilnius Gediminas Technical University, Social Economics and Mana-
gement Department. Research interests: finance, economics and marketing.
352 G. Dudzevičiūtė, V. Peleckienė. Marketing strategy process: quantitative analysis of the customers’ satisfaction
